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LETTER OF TRANSMITTAL."

DeparTMENT OF THE INTERIOR,
Bureav or Epucarion, .
. Washington, July 19, 1919. &
Sir: For many years colleges, universities, and State,departments
of education have become more and more conscious of the importance
of extension education, and of the obligation resting upon them to
promote it in every way practicablé. This\is especially true of the®
- State university, which, in many States, is now making an honest
+effort to extend the limits of its camplis to the boundaries of the
State which supports it, and to render a measure of service to the
thousands of nien and women who desire to extend their knowledge
« and training, and who_are unable, for one reason or another, to take
- up residence at the university and pursue a regular course of instruc-
tion within its walls. The war has greatly increased both the need -
and the demand for such-extension woi‘? and the institutions engaged
in it are seeking help in making this-work more effective. For the:
.. purpose of giving such help, and also for the purpose of promoting
+7 the cause of extension education generally, the Bureau of Education .
'/ has arranged for the preparation of a series of monographs on this
+  subjegt, of which the manuscript herewith transmitted is the first
£ to be completed. I.recommend that this manuscript be published
a~ a bulletin ‘of the Bureau of Education. Other manuscripts of the
¢ series will be transmitted “as tliey are received and approved.
Respect fully submitte. '

P. P. Craxroy,

n .

. - ' " Commdissioner.
4 C N Al
The Sncnm‘ug OF THE INTERIOR. P o
) . . a: 5
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THE APPLICATfON OF COMMERCI ADVERTISING
METHODS TO UNIVERSITY EXTENSION. )

v

.THE OBLIGATION TO ADVERTISE.

The extension division director is between two fires in the matter
of publicity and advertising. The general public eriticizes him for
not advertising his courses more widely, and the faculty criticize
Lim for alleged offenses against their ideas of academic dignity.
Students and others interested in the courses at Indiznapolis have
frequently said, to those in charge of Indiana University extension
classes, “Why don’t you advertise your courses more?” yet Indiana
University uses more_than the average number of devices for gaining ¢

* publicity. . 5 . '

In discugsing the answers to 122 letters sent out to students by -
the California Extension Division, an article by F. F. Nalder, pub-
lished in School and Society, says: ,

Seventy-six letters offered suggestions for improving the service. While
wost of these apply directly to this university extenslon division, they all indi-
cate the}' thought of people regarding extenslon service in Its broader aspects,
It Is noteworthy that the recommendation to advertise the service more and to
give greater publléity Is repeated oftener than any, other.- ’r\\'enty~rour'wrlters"
urged more thorough advertising. It Is repeatedly suggested ﬁmt there are.in
every connuuuity many to whom extenfion teaching would prove an invnlunlgle
boon were it brought to thelr notice.

The writer adds that— .

There i 4 sharp contrast hetween the ‘viewpoint of the people who hpve
profited. by extenslon service and the proper and diguified academic attitude
dovard advertising the university. People regard the giving of adequate pub-

° liclty to this service as legitlnute as to give practical and sclentific instruction.

A8 one writes, “It will talde a great deal of publiclty to get the idea of uni-
_, versity extension to the people.” ' ’

"~
In other words, the obligation of the university ta serve the people
throughout the State does not stop with the quiescent offering of op-
portunities, The ideal of service demands an pggressiye campaign
against ignorance of what the university offers, The extension ‘divi- °
sion must advertise: In no other way can jt,hope to reach even a
- small fraction of thpse who are eager to study. :

. PURPOSE OF THE BULLETIN. ., = “
It is the p,uf'posg‘c}f tlii,s',bti'l'léti‘n to c'ongi,;i f:ﬁie Adygnising.{and_ g :‘,g.j

S F

o

ERIC

Aruitex: provided by Eric



O

ERIC

Aruitoxt provided by Eic:

8 COMM?RCIAL ADVERTISING AND UNIVERSITY EXTENSION,

divisions, and to present some suggestions offered by wiriversity ex- .

tension officers as to ways in which a greater number of people can
bt reached. N
o - [
THE, NATURE OF ADVERTISING AND PUBLICITY.

Any such discussion must first of all consider the nature of adver-

tising and publicity. To university faculties these words often huave
an unplensant connotation. “Advertising” suggests an effort to sell
-something for proﬁt, regardless of the needs and desires of the pur-
chaser. “Publicity ” suggests exploitation and is shunned by pro-

. fessional men in accordance with tradition, whether they be doctors,

lu“)era, or teachers. DBut, if usage w ill accommodut,e itself to Web-
ster’s definitions, “to advertise is to give public notice,” and ¢ pub-
licity ™ is “ the state of being public or open to the knowledge of the
wnmmmty ” the offensivencss of the terms somewhat: dissppears.
This is the coriception under “hlch the Federa®™Government acted
when it hired publicity experts'to take charge of its campaigns in
support of the war. It is the conceptiog which justifies universities
in including in their curricula akl\ertisixé und publicity courses, Kx-
tension publicity seeks, not to persuade an um\ﬂlmw buyer. but to
disseminate knowledge of opportunities.

Few universities couduct extensive advertisimg campaigns. DBy
virtue of its material embodiment and its-historic position as the
climax of the State’s educational system, the campus university is
compnratlvcly well known. It has beea able to stand back and rely

<“upon the impetus given by the secondary schools to send it students.
/1 may go on without direct advertising. However, a few indirect
methods have been empfoye(l by universities to advertise their ex-
istence. Intercollegiate athletics, highly-paid conches, alumni secre-
taries, foundation-day programs jn alumni centerg, glee-club concert
tours, ¢ annuals,” rosters of students in catalogues, banquet and com-
mencement speeches of presidents and falty members, encourage-
ment of college spirit—these are some of the more common devices

» which ows no ‘small part of their support to the fuct that they are.
recognized us agencies for keeping the yniversity before the public.

More . direct are the student newspapers andaghe university news
“letters or press bulletins which are generally conducted by the de-
pirtments of journalism. These publlcatxons serve  to keep the
people of the State informed concerning university activities, Even

these “ house organs,” ds they might be called, are, however, seldom

a part of u garéfully planined campaign. Frequently they are pri-
- mparily for the purposp-of disseminating mforma&lon without” 1'efer-
encg to. pnbhcltg for the: ux;wersnty v
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: : ‘
ADVERTISING AND THE PSYCHOLOGY PROFESSOR. -

- It is a fact that ynjversity professors have added greatly to the
world's knowledge offadvertising principles; that many of the
tgxts on advertising hiffe been written as the result of experjments
carried on in the psychological laboratories. If the principles s ,
which academic minds have so carefully worked out were..applied

to the legMimate advertising of education, what might not thewypi-
versity accomplish! Tt is a urious fact that the pfinciples and
technique which they have elaborated are so little applied to the :
service of the university' itself.

THE DUTY OF] ESTABLISHING CONTAC'I‘S THROUGH
PUBLICITY. ' -

One would expect the extension division to recognize more clearly
than doéds the campus university the duty of advertising. The exten-
sion’ division is comparatively new. Obviously, people must be in-
formed of its existence. ~Moreover, it will always have a greater
publicity problem, since it has for itsstudent body the mass of
people who are either unable to attend college or are ignorant of the
opportunities offered by universities. Extension divisidh directors
who fail to maje use of the krowledge gathered by professors in

= departments of psychology and commerce are neglecting to mnake an
obvious application of scientific knowledge. They also neglect to use
the great oppertunities afforded by the departments of journalism,
where students arc trained in writing newspaper artigles and—
planning and executing advertisinig. campaigns. Many of the con-
tacts which extension divisions muyst establish can be made on;b

through increased advertising and publicity.
-, . ) C

THE PUBLICITY AGENT.

The California Extension Division has placed its publicity work

in the'hands of an experienced man who has the f{itle of editor, ¥t is
his business to consult daily the heads of the departments voncerning .
their publicity needs, HeadSof departments in turn consult him con. ~

y cerning publicity plans”that affect their work.. The acting directog

.

-

pry
-~
v s

writes: : A !
‘It s necessary that lie (the editor) should enlist the supportenot only of the
officcrg of the extenston division, bot also of many persons outside thesCivision, *
" who may frow time to time be, avatlable in carrylng out our plans. The nature
of university extension work is such that repeated and frequent gnnouncements
of Its aCtivities nre necessary. It Is hardly mssible to overemphasize the
lmportance that attaches to the work of the editor. "..- 7 m
Califorpia added over 8,000°; w_students to
6 and, 1917 il
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10 - COMMERCIAL ADVERTISING ARD UNTVERSITY EXTENSION.
seem to indicate that the publicity agent had justified himself in that
State. : ' :
The Massachusetts Department of University Extension reports
) that it employs no’publicity agent, but spends “ about $300 a year on
\_ the preparation of newspaper copy by qualified experts. When this
sort of material is well prepared, it is probably mfore eflicient than -
&rdinary newspaper- advertising and its publication is secured with-
. out any expense for space.” : :
Columbia University has recently appointed, an experienced news-
' . paper man to take charge of publicity, including that of the exten-
sion division. By virtue of his knowledge of the needs and practices . |
. of the newspaper office, this agent is able to write copy in such a way -
that it has news value. Consequently, his articles appesr by the col-
ump, and are quoted in papers all over the'country. Sometimes they
* even attain the first page of the New York dailies. He is giving the
university a kind of publicity that it could not buy at any price. But
he is an expert who knows all the little devices that will entice the
editor into acceptance. '

This agerit complains that he is losing his newspaper style: He i A
finds it difficult to live in the university atmosphere and yet keep
the newspaper point of view. This complaint from a seasoned news’
paper man has its significance for the university that fears for its -
standards. If a newspaper man becomes academic to.the extent of
injuring his copy from the editorial point, of view, what can one
expect the editor to think of the style of the university professor
who dttempts to write for public consumption?

As a matter of fact, the services of the publicity agent are more
and more sought by universities. The systematic diffusion of infor-
mation on public activities which we call « Publicity ” has eome,
especially since the war, to be recognized as an important and
legitimute profession. Institutions of all sorts are seeing the value
of getting themselves sccurately reported. As the university suffers_

" from the mistakes of reporters, it appreciates the advantages of hav-
ing an agent who _gsnderstnnd_s its point of view and its aims. Thus
the employment of a publicity agent may be a matter of self-defense,
as well as of aggression.  *- o

USE OF ADVERTISING TEXTS.

T Tt bR

Extension divisions which do not have the services of ‘publitity
agents(“utid there are many for whom such a service would be too
@xpensive) will do well to enlist the cooperation of experts on their
own campus, They will also do well to study-thesdvertising toxts

 whith deal with suéh matters as the best use of space, the size of
Jetars, the- value of repetition, the refativeSefficiency of advertise-

S Forfn ) i 3 , 3
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OCMMERCIAL ADVERTISING AND UNIVERSITY BXTENSION. 1}

ments in different media and at different intervals, the position of
the advertisement, and the planning of a campaign. These ques-
tions will be taken up briefly later in this discussion. - They are
mentioned here for the purpose of .emphasizing the need of expert
advice. ' -

The first principle of advertising, Whether one’s commodity is
‘aluntinum or education, is to attract attention. The second principle
1 is to grouse interest. :

There are many legitimate and dignified devices for carrying out j
these purposes. The officer in charge of extension publicity should |
know them.

ANNOUNCEMENTS. e

‘The most common publicity devices used by extension divisions

" are'the.txaditional announcements in the university catalegue; the
general annual announcement of all extension seysices; the annual
announcements of courses offered by the class and correspondence
study departments, and special folders announcing single courses or
groups of courses. t

UNIVERSITY CATALOGUES.

s

= s CRESTY S

.

Nearly 2l extension divisions have announcements of their work'
in the general university catalogue. Caataining a brief statement of
the aims of university extension, and of the types of service offered,
these announcements serve to inform persons already interested in
resident study. of the possibilities of nonresident study. They also
impress upon both the faculty and the public mind the fact that the °
extension division is a recognized and a coordinate department of

“the university. v .

But their practical value in interesting new students can not be
great since the university cataloguse is read chiefly by persons who
intend to go to college or a limited few who advise them—stch as
exceptionsl parents and teachers. Moreover, the chiracter of tife
catalogue is not such that it will attract the class of people who can
be interéstd’t in extension study. It is thoroughly formalized and
almost invariably subordinates subject matter to administration and
organization. In the main, it wotld sgerve its purpose better i it
werd written more from the point ‘of view of those'to whom it“is
intended to bring.information anﬂ less from that of the university
faculty and trustees. The difficulty which even university adminis-

‘ trators find in locating facts in the catalogues of different institu-

- tions; the frequent omission of tables of contents; the Inadequacy

*  of indexes (which are often entirely omiited) ; and the failure to list
faculty names.and ourses alphabetically, are well known. . From the
practical stgmdpoint,,tlgé, general, university - catalogue is. open. to

- - - i :
: v %

Tk
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12 COMMEROIAL ADVERTISING AND UNTVERSITY EXTENSBION.

much criticism. Nevertheless, for the reason mentioned, extension
divisions do well to include their announcements within its austere
pages.
’ .

GENERAL EXTENSION DIVISION ANNOUNCEMENTS.

Some of the same criticism is applicable to the extension division
general announcement (or abbreviated catalogue), yet it is on the
whole an improvemegt over the university catalogue.

Recognizing fully the purpose of the usual announcement a~ a
general explanation of how students may enter upon a large number i
of activities, and recognizing the consequent difficulties th.lt confront
the writer, one must, nevertieless. wonder just how far it serves to
attract and vitally interest its readers.

The practical value of this common type of extension announce-
ment, which emphasizes organization and administration rather than
the subject matter of the services offered, can not be : accurately deter-
mined. Like the university catalogue, it helps to create an under-
standmg of the scoge and organization of extension work, especially
smong former resident students, faculty members, and trustees.  But i
its power to interest the person w Ho is unfamiliar with university
forms and aloof from university matters can not be great. The
problem of the writer of the general university estension announce- -
ment is to meet the needs of both the informed and the uninformed

N

University Extension W]mt and Why, a bulletin. issued by the
University of Minnesota, is adxmrubly adapted to this end. Its out-
side cover is 1l]ustmwd a5 18 the inside title- -page. Page 3. the

-
beginning of the subject matter, reads as follows: ~

Whit Is university extension? This question can perhaps best be answered
by t&iling what it 18 not. It ls not a scheme for adding acres to the cuvllege
, campus, nor 18 1t a plan for multiplying the college bulldings. It has nothing
“to do with advertising the university. adding to the number of students, or

W’nt. ’

University extension is slmply an organized effort to increase the et‘t«'ti\e-

ness and the scope of the university's influence ‘and teaching by projecting, as
it were, the institution through apace,

) )

CLASS AND CORRESPONDENCE STUDY ANNOUNCE-
’ MENTS. a

L)kevnse, many class~and correspondence study announcements
lack the power to attract and interest students, because of their
scademxc presentation of sub]ect, matter. On the other hand, the
announcement of evening sessions at Wilkes-Barre, issued by the

-

-y




OOMMERCIAL ADVERTISING AND UNTVERSITY EXTENSION. 13 °

Pcns_ylvuniu,‘i'.s well suited to its purpose. It omits details of ad-
~ministration and the names of staff and faculty members and begins
as follows:

The extensfon course of the Wharton School of Finance and Commerce was
established for the purpose of offerlng advanced lnstruction finvinuoeial and
commercial subjects, in the cvenfugs, to men and woumen in the larger cities
and towns of Pennsylvania. It aims to give oppurtunity to those prepared to
pursite university work but who are prevented by clreumstances from attending
the day or evening sessfons in Philadelphia.

The detailed technique of a business can not be acquired in university, but
3 the fundamental principles underiying every business activity find their place
in well-organized courses of study. The principles of accounting, fuance,
bunking, Insurance, real estate, business law, salesmanship, and advertising
bave been formulated and can be taught and studied. Moreover, present-day
clreumstances require o broader knowledge thau experience alone can glve.
Spectalization has so contined each employee to a narrow round of routine
duties as to prevent a knowledge of the larger and more complicated com-
mercinl relations. If this larger view.is ever to be attained through practice
alone, It'must be at the cost of years of difficult and laborious exporience,

e

The University of Iown issued a live and practical announce-
ment. of correspondence courses for 1918-19 in whicl it dispensed -
with all administrative facts, including the games of the extension
staff and faculty, and began on page 1 with the interesting state-
' ment that« University courses of standard grade by correspondence

offer unparalleled opportunities to the ¢ stay-at-home.’" YWhile the
5 ‘use of so sweeping a word as “ unparalleled ” may beluestioned, this
type of beginning, followed by a specific list of plsons who are
presumably interested in correspondence study, is based upon sound
principles of psychology. .

An eight-page spnouncement of the Bureau of Correspondence In. .
struction of the Universit¥ of California gives the main facts about
correspondence instruction and how to get it, with a bare list of the
subjects taught by mail. This condensation of information about
administrative and general facts, which leaves the detailed announce-
ments to folders and announcements of special ‘courses and groups
of conrses. is undoubtedly one solution of some of the publicity
problems of the division. which offérs » wide range of extension
courses, ;

Reed College, Portland, Oreg., had a total attendance at its ex-
terision courses in 1916-17 of 48,06(2, The popularity of these courses
may have been partly due to the fact that no charge was made
for any ¢xcept the Study courses in which students ‘do systematic .
work and take examinations, The announcement of courses for that
year was most enticing, however, and undoubtedly had much to do
with securing the large attendance. Tt .carries ol page 2 a spot
map of the city, showing the extension services of the @llegs, and

Yo ; . ¥,
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14 COMMERCIAL ADVERTISING AND UNIVERSITY EXTENSION,

headed by the question, “ Has Reed College reached your home?”
Facts concerning enrollment are given in one briel page, attractively
printed, and on page 4 the announcement of courses begins as

follows: . .
ANNOUNCEMENT OF COURSES.

: Cotrse 1. Mopek~x Exgrisn Prose WriTERS.
By WiLLianw T. FosTER, PH. D., LL. D., PRESIDENTPREED COLLEGE,

At the North Portlin! Branch Library, 190 Iast Killingsworth

Avenue. near the Jefferson High School: Tuesdays, at 8 p.n,

. Modern English: Where Tt Came From. October 3.

. Modern Reuders: Guidance to the Best Pooks and the Worst.
October 10.

3. Nauthaniel Hawthorne: The Scarlet Tetter. October 17,

. Ralph Walde EFmerson: The Call to Moral Herolsm. Octo-
ber 24. :

. Robert Louis Stevenson: His Message to Youth, October 31.

Literary Landmarks of Scotland , (Illustrated). November 7.

. John Ruskin: On a Visit to the Northwest. November 14.

. Literary lLandmarks of Loudon (Illustrated). Novewmber 21,

. Literary Landmarks of England (IHlustrated). November 28,

10. Charles Reade: Peg.Woffington and Other Novéls,  Decemberd,

11. Charles Dickens' FEngland (Illuctrntod) *Decewmnber 12.-

12.- Charles Dickens: The Christmns Carol {Reading). Decem-

her 19.

—

120

B

=

© w1

It is not always possible for extension divisions to use space as
lavishly as does Reed College: but there is a great deal to be said in
favor of using enongh space to present an attractive announvomenf
for each course.

FORMALIZED DESCRIPTIONS ;

Lack of proper aﬂent,lon to exprossn’m 1s also (hamctenstlc of
many announcements. The person in.charge of the estension division
publicity can not afford to leave the statements of courses entirely to
the individual instructors. Too mggy instructors have not the remot-
est. idea of how te popularize their ideas. From the standpoint of
psychology it is a mistake, fog instance, to dismiss a course like Eng-
lish composition, with all its practical value for those who have not
been to college, with a statement that—

This course corresponds to English A in this college. 1t i8 planned for stu-
dents who have had four years of high school English or the equivalent. Stu-
dents are expected to confer regularly with ‘the ’_i_nstructor at times to be ap-
pointed within the conference perlod immediately following each cinss.

The statement for another course in the same college probably more
limited in scope, dramatic composition, contains concrete information
that undoubtedly has greater power of attraction: =

_Thig course s designéd Yor students Hesiring to write plays, In the ‘beégln:
ning of the cmirse each. student will be"reqml;red to ubmit.the. scenarlo of & play ~

A % &
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COMMERCIAL ADVERTISING AND UNIVERSITY EXTENSION. . 15

to be written dLrlng the year. These scenarios will he « ritieizad with reference
to their sultabtiity for the stage, and the manuscripts prepared from them
will be analyzed from the polit of view of the dramatist. Specitic technieal
problems will be discussed in class as they comeup in the course of the work,
Representative recent and curremt phays will be taken up and unalyzed \\‘ilh‘n
view ta ascertaining the principles underlying their construction and the causes
of their success or fajlure. Constant practice in plot construction and the prep-
aratlon of scenarios will bed given. In so far as possible the work of the Cotrrse
will be adapted t¢ mieet the specitic requ;romems' of the Individual students.

A common practice of extension division announcenents has been
totbegin with a history of the extension movement. If the writers
had really considered the point of view of the people whoms they
were t¥ying to interest, they_ would hardly have chosen an approach
of interest only to educators and historians. The man or woman who
hasnever heard of university extension will certainly not be attracted
by a distwssion of its origin. It is doubtful if such a discussion would
interest. even a faculty or a board of trustees. The salesman would
only in the rarest cases approach his customer with a history of his
product.  None but u univesity advertiser would make such waste-
ful use of his space.

SPECIAL ANNOUNCEMENTS AND FOLDERS.

In their folders, or speciul announcements of courses or groups of
courses, extension divisions show a tendency to break away from
tradition and udapt their "publications to the needs of the general

public. ‘Whether these announcements are similar in make-up to the -

more general extension bulletins or whether they consist of letter-
size folders, they are generally more informal in nature and hence
offer a greatér opportunity for tlic presentation in a popular way of
information abéut extension courses. The extension division of the
University of California, for instance, issued.a 10-page announce-
ment of courses in business subjects, carrying on its outside cover.
a table of contents. This table served (o suggest concretely to the
most casual dbserver the fact that the -publication contained infor-
mation about correspondence courses in such subjects as accounting,
bookkeeping. business, inglish and comuercial law. A similar an-
nouncement was issued by the ‘Culifornia Extension Division with
the following cover: ’ :

<

.
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UNIVERSITY OF CALIFORNIA =
BULLETIN OF THE UNIERSITY EXTENSION

New Series, Volume IV, Number 6

. BY CORRESPONDENCE
YOUR STATE UNIVERSITY CAN TEACH YOU AND
YOUR EMPLOYEES HOW TO WRITE .
BETTER BUSINESS LETTERS

A BUS.NESS MAN IS KNOWN
BY THE LETTERS HE WRITES

< PUBLISHED BY THE
“WS=e.  UNIVERSITY OF CALIFORNIA
BERKELEY ’
September, 1918

-Entered at the post office at Berkeley, Californis, as second-class matter under the
act of July 16, 1894, Issued tri-monthly In Janusry, February, March, April, Mgy,
June, July, October, November, and December. F}ve issues a month in August
and September.
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The Umverslty of Uthh issued a” letter-size folder aunouncing ex- o
tension courses in business and the trades and industries, beginning
‘with the question *Why study practical affairs ¥’ and ngmg Marshall
Field's answer.

The writer of advertising folders who has his reader in mind
begins, not with a list of faculty names; not with a history of. uni-
versity extension, or withia statement of entrance requircinents, but
with the single fact most likely to arouse interest. A folder an-
nouncing a sliop course, issued by- the extension division of Minne- -
sota, is an admirable example. It begins with some suggestive ques-
tigner . e

CAN YOU? '

Can you use a formula In sulving a shop problem? -

Can you tell what a formula i$?

Cun you read u blue print? .

Cun you make drawings of your tools und of the muchines you
use? . .

Are you going on, year after year, working m_ the same way,
chunging Jobs now and then with little or ne improvement, until
you ure too old to learn new ways, always putting off until to-nmor-
‘row the effort to prepure yourself for advancement ?

Or. are you going to say : . )

“Now is the thne to start; ] 4

“Now I'shull begin to master my work in the right way; ot

“Now T shall study to hecome a bettér workman.” | '

-

This is not academic style; but it is commnon sense. It puts above
all other considerations the vital one of interesting the person whom
the university can serve. )

An annountement of vocational courses issued by Minnesota more

“clearly hpproaches the outward form of-the univ ersity catalogue,
but its content and presentation are in accord with its purpose of
inforning people about specific university extension courses. It be-
gins with the following paragraph:

5 EHl
When teaching by correspondence was. adopted by the University of Minne- >
sota and thus became a part of the scbodl'system of the Styte, it was dism‘{erod
that there was u peed for courses that would belp men engaged ¢n industrial
pursuits, particularly’ the machine trades, to secure more truiniuk for thelr
work. It Is gerieraily udmltled that the apprentice systew \\lwreb - wan :
'could learih to be a skilled workman has disappeared. If u person ndPwnnts _ §
’ .all-round. training he must secure it oytside his dally work. There are two f
opportunities for doing this—the evenihg class and the mrrespomlence course,
Both of these opportuuitles are offered by the geneml ettommn dl\lsion of the . }
i

university, .

: Analysis of this shows 1ts psychologncal soundnee..s. In the first v
* sentence the reader, naturally suspxclous of somethmg new, is. 88~ ¥ tA
. 18810 19?;-3 e e T e e
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gsured of its backing by the public-school authorities, at the same
time that he is told of its practical value and accessibility.

A University of Chicagp folder, announcing a physics course,
answers a questlon that Wmid very naturally arise in the mind of the
reader:

“Can yon teach physics by correspondence? " it asks in the open-
ing sentence” And after it has explained how sucly a course is con-
ducted, it Hlnstrates its points concretely by listing the experiments

performed by the student in his home and b\ giving pictures of

the apparatus shipped to students.

The New York State College of Agriculture lus issued a pamphlet
advertising reading courses on farm efficiency, which carries a pic-
ture of a mangputting his discussion paper into his rural mail box.
This s more suggestive than o pagé of description would be. Asa
matter of fact, the picture on the outside of the folder is very much

more suggestive and attractive than the opening paragraph:
. 1)

The pext few vears will call for the greatest =kill in farming,  The close
of the World War has brought to América a move serioust rather than a less
serfous food probleny. The United States s being called upon to esport food
not only to the allfed countriex, but alse to the hungry populations of central
Furope,  RKoowledge will increasp efficlency in farming.

The angle of approach here is humanitarian and impersonal. Tt
lacks the pulling power which direct appeal to immediate persopal
mterest has. -

“Columbia Univenity followed the traditional method in a similar
folder announcing an emergency course to train typists for Govern-
ment service. The folder begins with the name of the instructor,
the ucademic number of the course, the time and place of meeting,
followed by the statement that “ the object of tliis cdrse is to prepare
students with no knmvledge of typewriting to fill acceptable Govern-
ment and other positions inawar work."

It - ould be interesting. other things being equal, to compare the
results obtained frow tlus folder wnd from tlm one issued,by Min-
nesota for machine courses. But unfortunately the complicating
factors thut muke for enrellment—such as the relptive appeal of the
two conrses, ifferences of environment' and population—prevent
any accurate measure of the oﬂ"lclencv of the two methods of appmach

«

.

NEWSPAPER ARTICLES.

.%The most important field of publicity is_thit of the newspaper,”
writes the publicity agent of the extension division of California,
and adds that the Califofhia papers have been’very generous with
space. ‘The San Francisco Examiner; for instafice, recently pre-
sen*bed the dm&on with a complimentaty bill for spice to the value

2 : . ‘
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of $22,600. The Indianapolis and Fart Wayne papers have been-
most generous with-the Indiana University Extension Division. The
university extension departinent of Massacliusetts hLas had lavge
response to its newspaper publicity. Two hundted students re-
sponded to a single short news paragraph in a Boston paper about
an automobile course.

THE NEWS ELEMENT.

Much depends u'pon obedience to the rules of newspaper practice in
the preparation of copy. Ask any editor if Tie will take an extension
“story " and he will reply, “If it has news ralue.” *Things about te”
lappen, new courses about to be given or just started, vnrollment
figures, brief outlines of interesting points to be covered in the course,
the practical value of a course, names of students completing courses—
all of these are points to emphasize. They contain the news clement.
Often, indeed, the mere introduction of sone such word as “ to-day ™
or “recently ” or the words “ just announced * will serve to give the
impression of news. Names of instructors. and extension division
officials sometimes serve to carry some previously anncunced fuct,
such as the giving of a course or the opening of n semester. '

PLANNING THE CAMPAIGN. - .

"1t s necessary during the three or four weeks that precede and-
follow the opening of classes to keep announcements continually in
the papers. But the editor demunds news. Consequently, shortage of
news must be anticipated and some items withheld. Some of the
steps that mMay be taken are as follows: First is issued a general
announcement-thdt a new semester will begin at a certain time and
that such and such courses will' be given. This is followed withf more
detailed announcements.of groups of courses such as literary, busi-
ness, secretarial, vocational.- “Then. comes the announcement that
“to-morrow " will mark the opening of classes. Classes begin, but
ensollments are low. Only a small percentage of those who can bo
interested have been reached by*this intermittent publicity. "The °
agent must bestir himself. He may announce that. a certain number
of registrations have been received and that classes began on such
and such days. This .additional publicity® invariably brings in a

-~ batch of new enrollments by the next meeting of the class.

Then, toward the end of the first semester, the ugent may prepare. "

newspaper. articles about the classes that are running., The clever
writer who has played up &l his general news; may make news by =
announcing: (with the. permission of .the inistructor) .that the class in-
political economy will discuss:the cost of Jiving.on: ‘riday eVbning, =

Vi, e o
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ang that the meeting will be open to the public; that the accounting
‘instructor will take up the matter of inaking out income-tax returns;
or that the professor of literature will read aloud a famous play. He
may tell how the public-speaking class has been assisting some public
cause or “ drive;” how the class in draniatic art is to give a play open
to the public: or liow the accounting,class is auditing thé books of
the local charity organization. Al these fucts serve 4o keep the
peoplo of the community informed about the classes.

L3

RELEASE VS., SPECIAL COPY.

. Pubhcxty matter may be sent out in two different ways—as “ re-
lease copy,” to be used by all the papers at a time indicated on the
manuscripty or as an item especially prepared for a given paper.
Thc agent should ascertain from the editor the practice of his paper

- ®in regand to such items and shopld comply with his suggestions. Two

~ editors in Indiangpolis take release aterinl, while a third insists on
mnte}ml written céspecially for bis paper. Several articles may gen-
‘erally, however, be given out on agingle subject, if the wording is
‘varied as much as possible. The dit¥ctor of the vocational courses at
the College of the City of New York feels that lw*has gzumod better
results from special copy than from release.

The editor of ‘the California F#enslon meon reports that he
has found by experience that it is wisest to send to city papers articles
that are written especially for cach paper. This editor makes it a
.part of his business to form the: personal acquaintance of newspaper

. editors apd other men (,onnected with the press in order that exten-

sion pubhcnt) matgrial may be sent_directly to known individuals;
and in order that the understanding and cooperation between the ex-
tension editor and the newspaper man nrmy be as perfect as possnble
One feature of the work is confined to newspuper articles appommg
in cities; and another feature consists in sending matter to papers in
small bowns throughout the State. In the cuse of the latter it is
possible or necessary to vary the articles in the manner desgribed
connection with- the press W cities and large towns. Tlds edltor" ,
= also makes 8 special study of ]ournuls and magazines that appear -
“weekly; biweekly, or monthly. These periodicals can be very useful

“  to the extension division. . For instance, an electrical journal printed

four different items in one 1ssne about the Cahforma extension

2 courses in electrlclty »
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Uhix}ersity of California . 3
| Fxtension. ‘

‘Station Operators -
Electrical Contractors

L

e Office Workers

Telep,hone Men

> 1 - to forward this amount of increasing efficiency in

HE EXTENSION COURSE in the Fundamentals |
. of Electricity which was so successful in San Francisco,
Los Angeles, Oakland and San Jose has been revised and
improved and wil be issued in March as a correspondence
course by the University of California and the Joumal of

Electricity in conjynction..

oM, . V .
Grasp the Opportunity and enrpll by sending to the
University of California Extension $5.004vith your name
and address.  Students must_have access to the Joumal
of Electricity (subscription price, $2.50 per year),
The Advisory Commitice of the Caifornia Elec
trical Cooperative Campaign have H ly
approved of this helpful work. The Journal of
Electricity is doing its share,—what are you doing

the electuical industry througbout the West?

————

AN ADVERTISEMENT THAT APPEARED .IN THE
JOURNAL OF ELECTRICITY.

* N .
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KEEPING TﬂE READER IN MIND.

The special feature article is a good source of publicity. Since its
primary purpose is not the giving of news but the giving of informa-
tion about something that is going on, it can be used at the editor’s
convenience. Sunday morning magazme sections, or Saturday night

* special editions are suitable places for university feature article«and
editors seldom refuse to print such articles if they are well written.
The feature article may tell about the age, sex, and occupations of
extension students; or it may describe what goes on in an automobile
class for women; or in the public-speaking class for mén. It may
tell about the spread of the university extension movement in the
United States and in the State. But it should always.contain Auman
_interest. Such articles, of course, must be prepared for individual
pepers rather than be released for all.
~ Much depends upon the way in which copy 1ntended for the news-
papers is written. It is well worth while for anyone doing extension
wark to study some of the fundamental principles of newspaper
writing. First of all, the article must be addressed to the average news-
paper reader who is probably entirely ignorant of what university ex-
tension is, what it may mean to him, and where and how he can ob-
tain instruction. Though countless articles may have appeared in
local papers, there are always many in the community to whom any
given notice will be the first notice; yet the editor has become familiar
with the aniiouncement. To him it is an old story and he wonders if

it is not to his I‘ea(l‘t The writer must, in such cases, introduce the
facts which are repetttion into the body or end of his article; at the
same time putting into his “ lead  the most important iden he has to

_present.

THE “LEAD.”

The lead is, in newspaper parlance, the first sentence or sentences of
an article. In a plain news story it generally tells who, what, when,

where, why. Ina feature article,’it makes some especially interesting

statement that will attract the attention of the reader and induce him
to read further: The rather common practice of enying in a news
article that “ Blunk ™ University Extensiog Division offers certain
courses in certain subjects at a certain time is a simplo motl;od(f/
approach. Its greatest virtue is its directness.

The first words of the first sentence of a paragraph are always
points of emphasls The ends of paragraphs, and of amcl’os are also
strategic points, because the average casual reader scans a page for
' -begmmngs and andmgs of paragraphs.

it
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- K ooncmmkss. | .

Concretencss is esuent,ml n wuLm'g pubhcm materiul. One must J
give a definite image to the reader. Generalities mean little, espe-
cially to the untrained mind. Henog the wrifer who is telling about
the value of a pubhc-epeal\mg course’ must mention some of the oc-
casions. upon which training in pubhc speaking is of practical value,
If one is writing about courses in English comnposition; one must
“refer to the importance of knowing how %0 punctuate, how to para-
graph, how to construct letters and reports. In other words, news-
papgr publicity must be in terms of the daily life of the stenographer,
the clerk. and the business man. If the article is sbout a public- sy
speaking course, it must show how public speaking will help the
shopkeeper, the young factory tnanager,~or the-insurance agent, to
approach individuals or groups. The publicity agent must em-
phasize the practical value of what the university offers, for whether -
they are studying literature or commerce, practical valie is what
the busy extension students of America demund. <It is interesting
to note in passing that the extension students of Englurid have de-
manded greater om)mtumtws for cultural stady, t«pecmlly along
the lines of history, cconomics, and the social scierces.

This is a poster which is concrete in its suggestion:

UNIVERSITY OF CALIFORNIA EXTENSION

) ]

STATI(]N OPERATORS

Improve your e@ciency, raise. your on.mi.ng power, and increase the °*
pleasure of your work by special training: Learn to calculate pdwer, wire
sises, circuit characteristics; study the theory of instruments, generators,
motors, illumination. .. daear

e

In short, take the new correspondence course in Electricity now being
launched by the University of California and the Journal of Electricity.

The cost of the course fa $5.00; text raaterial $2.50 extra: Enroll by
“sending $6.00 and your nddreu to _the Un!vonity of Oallfornia lx“ndou

Division, Berketey. . - ,
. This course hem the inant. o of the ddeisory . pi=:
. C‘o-uulun of the C alllonua Mrb.l C&wlnm -
Pleass Ponton,puuoun Bourd a 5% o t"’q._ - w . R
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BREVITY AND. FORM.

Brevity is another virtue of the newspaper article. Editors are
general]y crowded for space. Theéy want to give a maximum of
fact in a minimum.of words, Rarely will they permit “ editoria¥
izing,” or expression of opinion. They frown, for instance, upon
statements of the importance of a glven course or of extension work.
They want facts; not theories. Sometimes & news item or even a
bulletin may impress an editor so favorsbly, however, that he will
make it the basis of an editorial.

Newspaper form must be followed in the make-up of copy. The
typewriting should be dauble or triple spaced, with a margin of at

least 14 inches at the left edge, and at least 2} inches at the top. in
-order that the copy reader or editor may write corrections on 1he

margin and a headline at the top. These details may seem un-
essentlal. But they are important in the newspaper office where
the need for speed makes recopying impossible. Moreover, the edjtor
is just human_enough to take the path of least resistance between
copy that is correctly prepared for the printer and that which needs
revision.

FORM LETTERS.

Forin letters, sent out to selected mailing lists, are a common form
of extension advertising Their efficiency so far as direct results

" are concerned is open to question. Exact figures are obtainable in

onl) a few instances. However, form letters are doubtless of value
in the long Tun. They serve to let people know that there is such
2 t.hmg as extension study, whether it is desired at the moment or
ndt. They may not brmg immediate enroliments, but t,hey may be
remembered and result in later enrollments. .

T4 secretary of the Minnesota Extension Division Correspondence
Stu¥y Departments gives the following summary of her experiment
letters: | .

Our publicity 'act.lvitles have been In. she way of letters, leaflets, plx‘wnx:ds.
press news items, and speciat artlcles for periodicals. I shall take these up one
by one. . .

“Letters were sent A8 follows‘

1. “To high-school principals: Sent out In the Tall on general extension work

in fo

" but asking lists of the teachers for elrcularization for correspondence study

department. Inclosures: Stamped envelope for reply and * Are you?" card.
Number sent, 525. Number of replies, 268. Nomber of names thus received not
estimated. The result of a-circularization of this kind is difficult to estimate,
as it is not immediate. By far the greater nuthber of our registrations come
fromr the teachers of the State as a result of just this kind of circularization.

8. To manufacturing concerns dealing with enginering products. Two hun-
died letters' were sent to employers with * Shop Mathematics and Dpawing ®

pamphilet for gl_ietrlbutlon among workers ; Pestilis very-meager. I was abiesto

! ~
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check only about four responses.  Decided not to repeat this kind of circulariza-
tion.

3. To city Hbrarinns: One hundred aud four letters sent out; 8 replies oﬂer-
ing cooperation. -.él‘hl\ also s u type of c;lvuluriznnon that ulmrost defies an
estitnate of results. - .

1. To correspondence students, nsking numes of persons who they thought might
be {nterested in correspondence instruction. A stanped postal card was Incloged.
One hundred gud two were sent: 48 were returned with 196 names. Thus far
four registrations have bheen traced to this circularization, though undoubtedly
-wore Dave come fudirectly from: it

5. To labor unions: Two 1ypes of Jetters were used : ong going to the labor
unions, representing occupations in whith we are offering vocational courses.

place and we can not muke any estimnte of the results of it.

0. To bigh-schoul principals, regarding commencement speakers and calling
attention to the new correspondence bulietin just issned. Inclosed stumped
postal card for names of young people who have completed high school hut have
not gone on to college.  This Is too recent a1 cirenlarizarion to make any esti-
nmte of results, \ b

. To editors: Six hundred nnd twenty-tive letters sent out calling ntten’tﬁ
to tho work of the correspoudence study department and asking for publication
of the article accompunyiug the letter.  This hag heen opt only about twe weeks
and it Is impossible to tell what the results will be, There is a slight increase
of Inquiries, which indicates that some of the pupers have pablished the artele.
It s Impossible to tell how many of ﬂw‘n did #o, but T am convinced tlint this
kind of publicity work pays.

8. To county superintendents: This letrer has:just gone out to 86 county
superintendents asking _f-‘r ligts of the rural teachers for the purpose of clr-
cularizing them for correspondence instruction during the summer and to g;et
them ready for another cireularization next fali.

In circularizing for class orgunizition in Duluth, the buck of the small slp
which was luclosed with the electrie light and gas bills in the city contnined u
statement regarding correspondence Inztruction. There was a noticeable in-
crease of inquirtea from Daluth after this circularization waa made. It has
been Impossible, however, to determine what registrations came from it, inas-
wuch a8 the announcements went to the Duluth Library at sbout the same time
and we could not determine which was the source of the inquiry.

It all seems to simmer dowp to the nmtter of keeplng correspondence study
Instructlon before the public. It 1s douhtful whether any method of circulariza-
tion will bring a high percentage of fmmediate results. [ might say {hat thix
wAS also my experience in Wisconrin. That is why [ believe in pegging away
at the matter and thus making thisx method of instruction as widely known aos
that of the classroom, o that people who have In hund the solution of educa-
tional problems will think of correspondence lustruction as well as of nttefzd-
ance at-school a8 a nieans of solvlng it. 3

The secretary of the correspondence -study department at'the
University of<Kansas reports that letters to common-school gradu-
ates and to teachers haveé ®always- brought good results.” “The

" letter to enrolled students we have found to be one of the easiest and
cheapest ways of securing a list of prospective students. The letters

N et
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the other to those Inswhiclf e are not. Thix circularization lins “just rukenl

. <an be sent with re tzmwd lemma -8t 1o addmonal .cost, and hsve ¥
-al b thy
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The Indiana University Extension Division has found it profitable
to send out letters.to resident students at the end of the regular
s¢hool year in June and at the end of the sumner session. Of the

. 1,500 so reached at the end of one semester, 33 responded. When the
Indiana University Center at Indianapolis sent out a questionnmiren
to enrolled class students, asking them how they first leafned of the
extension classes, 30 of the 256 who replied mentioned circular l¢tters.

. The secretary#Tthe correspondence study department at the North
Adams State Kormal School, in Massachusetts, reports that. when she
sent out 149 letters to superintendents offering correspondence courses
she received responses from 11 giving lists of teachers and from 16
inviting oral explanations before teachers’ meetings.

Several thousand circulars were sent to the insurance, banking,
commercial, manufacturing, and other business firms in each of four
Pennsylvama cities by the Wharton School of Finance and Com-
merce of the University of Pennsylvania. The dean writes, however,
that he does not believe that this was very useful.

POST CARDS,

Excellent results were obtained by the Indiana University Exten-
gion Division from post cards which were distributed by a boy in °
the large office buildings of Indianapolis. The cards, 2,000 of which

- cost $9, were printed like an ordinary postal on one side. The other
side contained a brief announcement of the opening of the semester
at the extension center, together with a list of courses offered. Per-

i gons interestéd were asked to check the courses about which they
& desired further information and to return the cards. About 200
J':- ‘ replies to these cards came back—a percentage that advertising agents
’ would regard as especially high as ¢compared with cost.

|
|
{ The practice of sendmg out double post cards to enrolled students.
E asking for the names of friends'who may be interested in courses, is
:

: common. The consensus of opinion seems to be that it is productive °
- of good results. (&l{;}mbm Universi ds such a card to exten-
;} . sion students a monf¥ after they have ejrolled. Nearly 2,000 of

8,429 students who were sent cards responded to the request for
L names. -,
FOLLOWING UP INQUIRIES ’

The -Columbia Extension Dmsxon has an excellent follow- up sys-
tem’ which keeps the mallmg list free from dead material. After
the dssistant in.the director’s office has circularized” the students
: whose names have been sent in by friends, she sends. those who have
w0t msponded another double post eard askmg if they wish to have
i eir. T .retai thie” 1 sting, that they -
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reply on the attached postal. Those who fail to reply are @ropped
from the list. | g

This assistant also keeps a record card for every person who
inquites about extension courses. On this carg she checks the subject
in which the student is interested, the names of the aRhouncements
sent, and the person or department through which he inquired.
Later, when registration cards are compared with the i inquiry cards,
those who have not enrolled are sent the return postal described
above. Those who fail to indicate further interest are dropped from
the mailing list.

Columbia answers general mqmnes by form tetters and refers
apomﬁc questions *ho Instructor in chnr{:c The instructor indi-
cates in a few words on the inquiry record card the nature of his
reply.  The extension division has built up its afternoon and evening
class enrollment of about 7,000 students almost entirely through the
good will of its students and the follow-up svstem thus deseribed.
It mails announcements tq principals of schools. librarians, teachers
in the high schools of Greater New York. to nurses, city clerks, and
to‘the managers and officers of various firms found in the city
directory.

Theseeretary of the University of Chm.wn correspondence study
department also bheliev es in a careful fnllp\\ -up system. He writes
as follows:

A week or qo after answering a letter we send ench lnquirer a booklet con-

.taining typical lessons from courses that are related as closely as possible to

those ahout which he has inquired in order to give hiy a.concrete idea of what
stady by correspondence is like: and a week or 10 days later we send him a
reminder of the possibilities and adequacy of correspondence study work in the
form of a thive-page folder of testimoninle. We have not kept a check on the

~resultg of this follaw-up system, for we are satisfied that whether or not it

brings Immedinte enrollment, the plan that has been followed will stimulate
wilncational desire and n knowledge of e&ucafﬁ)nnl opportunities.

LETTERS TO EMPLOYERS.

The Columbia Extension Division rgports that it has.no record of
the returns from its letters to persons chésen out of directory lists,
but that it has had “ good cooperation” from ‘bank cashiers,

Minnesota checked only 4 responses from 200 letters sent to om-
ployers. The 256 replies to the questionnaire sent by the Indiana
University Extension Division asking students how they heard of
the class work brought only 9 references to employers. Yet the
director of engmeermg extension work at Iowa State College, who
has had long experlence in t,hxs ﬁe]d saym ' : -

A letter to ¢mployers is o{ten efrecti\e Th!a etter . should state brleﬂy the
glven: -

request. . for 3;:?“
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aysistance and cooperution. This letter should be accumpanled by a printed
or mimeographed sheet giving detalls of the courses for the men themselves,
which can be posted up by the time clock, gyhere the meun can see it «

Statements giving in‘detail the content of courses are also sent to
selected mailing lists by-the extension divisions of Kansas, Cali-
fornia, and Indiana. The officers in charge of the Indiana cénters
report that these mimeographed statéments (copy for which is sup-
plied by the instructors) can be very conveniently used by the officers
in charge, both in answering letters of inquiry and in talking with
extension students. ' f ‘

Several extension divisions report that the local gas or electric
companies will sometimes send out with their monthly bills small
four-page slips or folders announcing extension courses. One com-
pany, which operates a large moving electrical sign, has promised the
free use of the sign for the announcement of extension classes this
coming fall (1919).

Free use of lantern-slide announcements in motion-picture theaters
is reported by the extension division of California. The College of
the City of New York secured the free use for two weeks of a panel
on a large circuit* of motion pictures. This advertising servico
undoubtedly played an important part in the campaign of 1915
which established the division of vocational subjects with an initial
enrollment of 2,627 students. The College of the City of New York
also gets a great deal of free newspaper publicity, some of which
undoubtedly comes from the fact that it has an advisory committes

-of men powerful in the city life and that it sccures the greatest

experts in the city to lecture from time to time. The college has uged
billboard posters and subway space (free). It does not use any ‘p&l
advertising, because it is not allowed to do so, and the dircctor
believes that it would fail to get free news items if it paid for any
notices. He)feels that the best results havé been secpred from news-
paper stories. :

. STREET CAR POSTERS.

_ Street-car posters have been used by, the extension departments of
Massachusetts, California, and Minnesota. Minnesota runs window
cards in all the street cars of the entire system of Minneapolis and
St. Paul for 14 days just before the opening of the fall semester of
classes. The space costs about $187. It carries a display in all the
cars of the Twin Cities for eight days preceding the opening of the
second semester at a cost of about $135. Tn addition to these sums
paid for space, the division spends about $100 to print the display
cards for both semesters, The director reports that, when ques-
tioned as to how they first learned of the classes; nearly half of tho

-, students in extension classes referred to the street-car ad vertisements.

£
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While no statistics as to returns from street-car advertising are
available, this medium seems to prczent an unusual opportunity for
acquainting the people of a city with =xtension work. Walter Dill
Scott, in his- Psythology of Advertising estimates that in the aver-
age American city about 66 per cent of t. ¢ total population ride in
street cars. Daniel Starch, in his Theory of Advertising, places the
number at from 85 to 90 per cent of city adults. Mr. Scott argues
that these people ride regularly and that advertisements carrled in
cars reach- particularly the ¢ Jower classes of people, the classes little
influenced by newspapers.” Mr. Starch sums up the arguments for
strect-car advertising as follows:

1. Every card-has an equal chance with every other card in the
car and is not overshadowed by-the large advertiser. There is little
(lnﬂ‘cxcnce in position.

. Cars are_free from objectionahle d.d\ ertising; hence, advertise-
ments have the confidence of the people.

3. Seeing placards requires a minimum of cffort en the part of the
passenger. :

4 Railway cards are a pluctlcnll\ unl\cml medinm,

. They are read repeatedly and in a leisurely mood.

Thcthird' and fifth arguents ‘wonld seemn to be the strongest :
People do read. both consciously and unconsciously. gver and over
again. the advertisements in sfieet cars. And they read them in a
leisurely way. not hurriedly as one glances through the advertising
pages of the newspaper. “The time element is important,” says
H. F. Adams, in Advertising and Tts Mental Laws. “ A stimulus
which lasts twice as long as another, sends approximately twice as
much nerve current to the brain as does the briefer one. Conse-
quently, we are likely to attend to those things which endure for
rome time.”

Undoubtedly, the street-car poster has the advantage of reaching
a large nudience, repeatedly, for a comparatively long period each.
day, at u time wimen the audience is not employed in attention-con-
sumning occupations,

A THE LAYOUT

* Silence is golden. Blank spuce is equally e]oquent,” say Tipper,
Hotchkiss, and Hollingsworth in their book on advertising. This is
true both in respect to the margins, and in respect to the body of
the advertisement.. Blank space, especially in newspapers, attracts
attention.” It .also makes emphssis possible It is pleasing to the
eye if the subject matter of the poster is properly balanced, -

"Headlines,. uccordmg to some writers, should be four or five words
in- len h+]1lst cnmlgh to. be read at: 8. glanoe. Th ' most i
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above the nathematical center, at the. 01)(!(..1[ center. The p()ster
issued by the Massachusetts department is good in that the lle'ul]me

at the top, * Practical education,” stands out and makes a concrete
suggestion. The figure of the postman is placed at the optical center,
and gives at a glance the explanation of Aow practical education is
to be obtained.  The list of courses below in smull type gives de-
tailed information to persons who are interested enough to read be-
neath the headline. The idea of free instruction is ulso given promi-
nence.  The idea of authority is conveyed by the small top head line
“ Commonwealth of Massachusetts.” This carries weight and pre-
vents@uspicion of commercial purposes. Good as this poster is, it
could be improved. Its proportions (12 by 22 inches), are not pleas-
ing. Tt is too long for its width and does not stand up very well.
It is printed. except for the Commonwealth of Massachusetts head,
entirely in capigals. Advertising experts and printers agree that the
use of “all caps " is bad.  The eye is accustoged to reading capitals

and lower-case letters and finds difficulty in reading printed matter

composed entirely of capitals. The advisability of giving the sub-
head.  “Men and women,™ almost ag makeh prommence as the main
head would be questionable in States where people are accustomed
to the idea of coeducation. In such States it Would be placing em-
phas{s upon a matter that is taken for granted. Possibly in Massa-
chusetts, and purts of the South, educational tmdxt;on.s may- make
sueh an mnph 151§ necessary.

A poster ised by the Indiana Umvelsltv Extension Division is
printed pnr{lv in red ink, which adds greatly to the effectiveness of
the advertisement. It makes se of the command (a pmctlce urged
by the texts). " This commund, which is the main head, is printed in
red, as is the um\erslt) signature at the bottom of the poster. The

* poster has balgnce, gwes speclﬁc infornmation, and is pleasing to the

eye. Its sizg, 103 Uy 13} inches, makes it convenient, for both wmdow

and Dbulletin-board display. The objection to this poster is the
somewhat monotonous effect created by the use of a subhead nearly
as large as the main head. The poster would be better if “Increass
your Efficiency by Studying * had been printed in smaller type, and
if the type used in listing the courses had been of a different fon,

or style, from that just above. .

Generalizations and “blind” headings should be-avoided. ' Su. +h
captions as “ You Can,” “ Efficiency Pays,” and “ We Want,” lesve.’
the reader cold and uninterested. Such captions as “ Enroll Now,”
and “ Study in Evening Classes ” suggest definite reactions. '
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NEWSPAPER ADVERTISING.
PREFERRED POSITIONS. |

In newspaper advertising, much depends upon the_locaticl,)n of the
advertisement. It should appear in the preferred poeite'om*, néxt to
the reading matter, at the top or at the bottom of the pago, and on
the second third, or last pages. The extension represcntat}ve mak-
ing the contract with the newspaper for space should 160k carefully
to tlus matter of position, and should insist upon having so far as
possible the best that his money will buy. One publicity agent se-
cured very much better pesitions after the newspaper agent learned
that she knew the good from the bad!

SIZE OF ADVERTISEMENTS.
Says Starch:
Th;* available facts, both experimental and practieal, indicate pretty: definitely

\

that, other conditions being equul, large srace in few media brings greater.
returns than small space in many r.edia. When ‘a deep impression and an

accumulating momentum is sought, the larger display space is apparently the
most effective and the most economical. The reason for this is that large
space makes a nore adequate presentation of the proposition, amiAt tends to
eréate an Impression of the great Importance and reliability of the firm
advertised. )

Mr. Starch might have added that large advertisen®ats a‘ge sgen,
while very sinall ones are generally overlooked. _ L
* Scolt, after some elaborate experiments with magazine advertise-
ments concludes that “ the value of an advertisement increases as the
size of the advertisement increases, and the increase of value is
greater than the increase in the amount of space filled.”

On the other hand, Tipper, Hotchkiss, and TloHoway, say, “ The
larger the space used, the greater the attention value. But the in-
crease in value is not pngpqrtlonate to the increase in cost.”

Investigators differ, it seems, upon this question. The Indiana
University Extension Division began .its"#ewspaper nd\ertising on
a very small scale, spending durmg its first semester campaign at the
Indisnapolis Center, about $50 in advertissmeénts 2 columns by 2
inches” Later, it decided to-spend $125 a semester, running.advertise-
ments about twice this sjz~ (about 4 inches square). While no
accurate judgment of the exact results from such returns hés been
possible, because of the amount of free newspaper space used and be-
cause of the unusual conditions created by the war, the division staff
is convinced that its larger advgrtlsementa paid; that they - broughc

have brought.

more inquiries than smaller and more fmquent sdvertlsements would,

o




84  GOMMERCIAL ADVERTJSING AND UNIVERSITY EXTENSION.
EXTENT'OF USE BY UNIVERSITJES.

Newspaper advertisements are not used by so many extension

- divisions as one would expect. California uses them, but does not
pay for them. The University of North Carolina, Indiana Univer-.
gity, and the University of Chicago_use them. The extension division
of Michigan spends about $60 a year on newspaper gpace out of an
advertising appropriation of $300 The University g) Pennsylvania
uses ¢ g simple announcement in the papers that the schools will be

* $fudy in Extonsion Glasses

" Late afternoon and evening courses begin September 23.

] i ~ French, War Literature, p
E _ ‘English, Problems of the War,
Spanish, Physiology, '
Accounting,’ " Eugenics,
Business Law, Education,
Econgmics, ' History, =
Advertising, _ Mathematics, ’
Psychology, Journalism,
Public Speaking, Magazine Writing.

0

<

Red Cross courses in Dietetics and Home Service.

INDIANA UNIVERSITY

1116 Merchants Bank Building.

A newapaper advartisement that brought good results in Indianspoiis. "0k

held, "with the time and. place of opening This is carried on for
about a month previous to the opening of the schools.”

The extension division of Minnesota, on the other hand, is not
permitted to carry ,newspaper- advertising: The director of the
Mnmchusetts Emlusmn Department feels that “it is undesirable

* to l?egmpay for newspaper advertnsimg, because when a State de-

partment once begips an expenditure of £his kmd‘there are unlimited
5 demindlég and for pélitical reasons it is sometimes difficult o dis-
criminate oomcwnmnsly.”. «,....,‘
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‘4. A QUESTIONNAIBE “oN DEV!CES

A questionnaire sent out to 450 students reg\stered in the Indiana
University Center at Indianapolis, asking them to indicate how they
first heal d of the classes, brought the following lesll]t.\

.

Vumb«-l who checked “bulletin ™ _ . ____ . _________..___ - 130
Nunaber who checked * DeWRPAPers oo oo occecaoommece (11
Numbep who cbecked “ personal friend ™ ___________ PO 95
Number who checked * clreular letter "______ Y e 30
Number who checked “employer ™ _____________ 9

The total number replying was 256. - Some chiecked two or three
media. This fact somewhat Jessened the value of this questionnaire
as an-accurate measure of the efficiency of the different advéetising
média.

THE FIELD ORGA_NIZER.

v

The publicity devices heretofore discussed have been largely im-
personal. The value of personal, face-to-face contact with those who
may be interested in extension study should not by any means. %

th

-undérestimated. Such contact is very importafit. It enables

wniversity to interest people who can net be interested through thé

printed page! and it makes for a more thomugh understanding of,

extension opportunities, .0

“Shop and cluby ieetings addressed by field organizers give the éx-
tension division a chance to present its case clgarly and to answer
quesnonsoand objections. Community institutes and teachers’ insti-
tutes, and meetings of all kinds, offer exrceptional opportunmes for
advertising extension courses.

For information us to the method of npprouch employed' by‘the

ficld organizer, we turn to the University of Wisconsin, which had,
over 9,000 extension“students in 1918-19, gulﬁed echiefly through the
interest aroused by stafl representatives in the State One of the
organizers describes the Wisconsin method as follows:

" We have wapped out a very definite clrcu(,t or itinerary plan that provides
for regulur visits from our representatives to- prnctlcnlly every town \vllh n
population of 200 und upwurd in the Séate. .

Eacl .field representative ‘18 assigned permauently to & single clrcult, and
his itinerary is so planiied a8 to aduit of a visit und an adequate ‘apportion-
ment pf time to each town every wonth. .

We have an original.and hlghly speclnllzed process of lnstructing and pre-
paring our men for this work, ~They are thoroughly informed* of’thawalues of

* each course, and the purposes it ls d-(gned to serve, and are tra[ned in methoda

of interpretation. y
Each repreuentutive is provlded ‘at the beglnnlng of his enga:ement, wiﬁi a

D
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vantagen '@ eéducation andnwho, therefore, gre most ifi need of correspondence
study. A suggestive classified lst desiguates the courses that are-calculated to
serve these various interests. This is designed merely to show the wide range
of correspondence courses avallable from. our divislon and to facilitate, ‘
selection, °

A more select classifitation, representing studies that afe more co'mmonly' v

and more urgently needed, and containing suggestive interpretative notes, -ig
also used i{n introducing our generdl service to the members of each group.
Thus, our representative has, from the beginning, definite objectives indicated

. to him, and his first contacts are with the more representative and influential

members of the varlous groups in each town—beginning, generally, with the
high school. But it Is no} his first nor his principal purpose to register cor-
respondence students. It is rather to engage strong, eumest. enlightened
cooperation.

Even {n dealing with the merchant, the matter of interesting bim in courses,
such as retail selling, or ad&ertislug, that will serve him in a business way, is
entirely secondary. The more important object is to obtain his interepted and
sympathetic aid in bringing needed correspondence courses to the attention of.
hfs ‘employees and to others with whom his influence may be of use.

This is the appeal to gilL who are in a position to serve others by assisting
us, with Information, gutdance, influence, and recommendation, to secure regis-
trations from those who are most in need of education. In this way we grad.
ually build up and establish a strong, actlve, informal group ,,of coworkers fn
each community. Each mfember of the group is definitely instructed in methods

" of personal cooperation, One of his objects is to interest others in corre-

spondence study and arrange definite appoilntments for interviews with our
representative on his next visit. . .
With repeated visits to the same towns oug representative follows the work

that 18 being done by the students he has enrolied. He keeps himself informed \
- of their progress, their attitudes, thelir diﬂicnltles. gives advice and encourage:
. ment where needed, and ajds in every, way possible to insure the successful com

pletiou of all courses.

In the larger places:it is often posslble to f class study or conference
groups In subjectk of more general interest. ;%e this is desired, and an
fnstructor from the division ig available, such a A organlzation 18 fonned by
our. representative. But while performing this work for the department of
correspondence and class study, the representative does not neglect any oppor-
tnnlty to bring other forms of service to the attention of the people. Through

£ the tcoperative unit whi¢h he has established, we are able to render this larger

and more geheral gervice to an extent, and in more varied ways, than otherwise
would be possible. ZLyceum colirseg are engaged” through our lecture depart-
ment, community lnstlcutes arg conducted, community singing is organized,
englneerlng “service I8 glven. paéknge llbmriea are furnighed—in fact, thrpugh
this method 6f personal representation -and cooperative organization all forms
of useful service are effectively promoted and made more successful Ib their”
application.

o : TALKS TO GBOUPS
Whlla, mm}Sﬁm like-Massachusetts ‘and anpnsm, have. put

forth strong efforts to interest individyals i study through their

many other States hgve mglm@r these mpm‘tam -

x
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- THE SOCIAL SIDE OF EXTENSION ACTIVITIES.

It is a generally recognized and, often deplored fact that social
activities play an important role in attracting students to universi-
_ties: Club meetings of students in various departments, as well as
junior proms, receptions, dances, and hikes, are some of the more
conspicuous factors that go to make up the social side of college life. |
The extension divisions, with one or two very minor exceptions, have / |
entirely ignored this side of student life. Yet there is no reason '
why arf extension center should not hold sn annual or a semester
reception to bring together the staft and extension faculty members .
and the old and new students. The newspaper and word-of-mouth
publicity gained by such an event would be very valuable; and the
event itself would serve a useful, social purpose.
Entertainments by classes in dramatic irt and public speakmg
debates, and readings by members of literature classcs, are some of
the other devices that serve to build up a valuable social life among
extension students and to advertise the work of extension centers.

~

. COOPERATION WITH LABOR. .

Shop meetings offer. an excellent opportunity for the field organ-
~ izer to present information about extension courses. It is significant
* of-the différence between the English university extension movement
and the American, that while the English movement has originated /‘
largely from the demands of the laboring classeg and has been chiefly ‘
‘concerned in reaching them through their trade organizations, the
novement. in this country has practically ignored those organizations.
he extension movement can not afford to ignore the possibilities for
coopemtion with labor.. Some of the possibilities that might be -
mentioned in addition to shop meetings are addresses to labor-union
meetmvs, advertisements in labor pepers and magnzmes. and folders
in pay envelopes.

’ THE NECESSITY FOR GREATER EFFORT NOW.

One commercial correspondence school enrolled, before the war,
“about 6,000 new students every month. Only one extension division -
hag_ever gamed that many in a year’s time. The reason for this
disparity is easy to find. It does not lie in the inherent advantage of
the commercidl school. The university has the confidence of the
people of the State;-it has prestige; and it offers the best of instruc-
tion at a minimum of cest. All of the advantages.are oy the side of -
the university. But the commercial schools advertise 'widely, Of
: coutse, it shold be umderstqoci that oommex'cml schools do' a great,

o . »
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deal of personal solxcltatxon, some of w}uch is of a character that could

. not be approved by standard universijies.

It is almost inconceivable that previiling academic ideas about ad-
vertising should be 'so largely based .upon the assumption that uni-
‘versity extension will of itself become known to those who need its
services. - Truly by its good deeds it shall become known ; but reputa-
tion ‘gained through satisfied students alone will not enable any ex-

. tension division to attain its full possibilities for service.

The working classes are demanding greater opportunities for
higher education. Upon the fulfillment of their demand rests the
greatest hope for democratic society. The university is obliged to
serve all classes of people. The éxtension movement with its 119,000
students has barely touched.the surface. If the publicly supported
universities are ever going to reach out and till the field which clearly
belongs to-them, rather than to private enterprise, they must make
vastly greater efforts to become known. They must invest more
money in advertising and must advertise moreswisely.,

The reconstruction period offers an unprecedented opportunity.

Great numbers of young people have been shaken out of their accus-
tomed places and habits. Many have traveled for the first time. In .

the cantonments, the training detachntents, the university training
camps, and the universities of Europe men have Jearned that train-
ing counts. Many of them have determined not to go back to old
positions and old ways of living. Women who had become recon-
ciled to lack of opportunity have gone forth as war workers and as
1v1Llans into new fields. All of these people have had new ex-
periences, have, caught new visions. The facilities for their educa-
tion are at hand. It is the great privilege and the imperative duty
of the extension division in whose trust those facilities have been

placed to make them lmown.
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